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ABSTRACT 
 
 
 This thesis examines the effects of tourism on non-profit theatre 
organizations.  A case study of the La Jolla Playhouse in San Diego, California was 
conducted to determine if it was deliberately serving a tourist audience.  The 
quantitative data gathered from zip code ticket reports is followed up with qualitative 
interviews with the theatre’s administrators as well as other arts and tourism 
administrators from the community to determine how serving tourists versus serving 
locals affects the impact on the mission of the organization, programming choices, 
and community support.  
 
 
 
 
 
iii 
DEDICATION 
 
 
 
This paper is dedicated to my family, who has always emphasized the importance of 
ambition and accomplishment.  Without that foundation and continual support, I 
would not have been able to pursue and complete a masters program.  Thank you! 
 
 
 
 
 
iv 
 
ACKNOWLEDGMENTS 
 
 There were many people who helped make this paper possible.  Whether in a 
formal interview setting or a casual conversation, every exchange that I had on the 
topic of tourism in non-profit theatres helped contribute to the thought process 
behind this paper.  I would like to acknowledge the following people for their 
contributions along the way: Erin Knight (Government & Grants Manager-La Jolla 
Playhouse), Mary Cook (Marketing Director- La Jolla Playhouse), Dave Henson 
(Marketing Director- The Old Globe Theatre), Todd Schultz (Development Director- 
The Old Globe Theatre), Veronica Murphy (Development Director- Cygnet Theatre), 
Bill Schmidt (Executive Director- Cygnet Theatre), Victoria Hamilton (Executive 
Director- San Diego Commission for Arts & Culture ), and Lorin Stewart (Executive 
Director- San Diego Tourism Marketing District). 
 
Of course, this paper would not be possible without the guidance of my thesis 
advisor, Catherine Bartch.  In addition, I would like to acknowledge Elizabeth 
Bentley-Smith who was instrumental in advising the literature review section of this 
paper.  I would also like to acknowledge the expertise and guidance of Dr. Jean 
Brody and all the faculty and staff in Drexel University’s online Arts Administration 
graduate program for helping to prepare me for this final project.  This thesis is a 
 
 
v 
culmination of my time with Drexel and it is my hope that this paper reflects on the 
knowledge that they have worked so hard to impart to me over the past few years. 
 
I would also like to acknowledge Ken Davenport, who gave me my first job 
in Arts Administration.  Among many things related to arts administration, his 
passion for theatre and insistence that his employees “think bigger” were 
instrumental in inspiring me to pursue greater things.   
 
Finally, I would like to thank my family, especially my husband Jordan, who 
has been extremely supportive in the process of pursuing my master’s degree.  They 
have never ceased to encourage my passions and inspire my dreams no matter how 
crazy they may seem. 
 
 
 
 
 
 
vi 
VITA 
 
 
July 5, 1981 ……………………………………………………..…Born: Topeka, KS 
 
1999……………………………………..…………..Edward S. Marcus High School:  
                                                                                                         Flower Mound, TX 
 
2003……………………………………..……University of Oklahoma: Norman, OK 
           B.F.A. Musical Theatre Performance 
 
2006…………………………….................................................…...Marketing Intern:  
      Richard Frankel Productions 
                                                         New York, NY 
 
2006-2008………………………………………..Marketing & Group Sales Director: 
                Davenport Theatrical Enterprises: 
                                              New York, NY 
 
 
2009-2010…………………………………………..Programs & Marketing Director: 
                                        USO Japan: 
                     Yokosuka, Japan 
 
 
2010-2011..................................Artistic Intern, Marketing Assistant, Exec. Assistant: 
                                       La Jolla Playhouse: 
    San Diego, CA 
 
2011-2012.............................................Artistic Associate, Special Project Consultant: 
                            Old Globe Theatre: 
                San Diego, CA 
 
2012......................................................................Drexel University: Philadelphia, PA 
                             M.S. Arts Administration 
          
 
 
 
 
vii 
TABLE OF CONTENTS 
 
ABSTRACT................................................................................................................................... ii	  
DEDICATION..............................................................................................................................iii	  
ACKNOWLEDGMENTS ............................................................................................................ iv	  
VITA ............................................................................................................................................. vi	  
LITERATURE	  REVIEW.....................................................................................................3	  
CHAPTER	  ONE	  –	  Background	  on	  San	  Diego.......................................................... 20	  
CHAPTER	  TWO	  –	  Background	  of	  San	  Diego	  Cultural	  Tourism ...................... 23	  
CHAPTER	  THREE	  –	  Background	  on	  La	  JOlla	  Playhouse ................................... 25	  
CHAPTER	  FOUR-­	  La	  Jolla	  Playhouse	  Case	  Study ................................................. 30	  
CHAPTER	  SIX-­FURTHER	  RESEARCH ....................................................................... 41	  
APPENDICES ................................................................................................................... 44	  
Appendix	  A-­	  LA	  JOLLA	  PLAYHOUSE	  CHARTS	  &	  GRAPHS ...........................................44	  
Appendix	  B-­Transcript	  of	  Interview	  with	  Ms.	  Mary	  Cook ........................................53	  
Bibliography................................................................................................................... 59	  
 
 
 
1 
INTRODUCTION 
 
          Cultural tourism is a term that is gaining more and more popularity 
with non-profit arts organizations.  As organizations are continuously trying to find 
ways to increase their earned and contributed income, tourism has become an 
attractive market to try to capture.  Arts organizations as well as civic coalitions and 
offices dedicated to arts and culture have published numerous reports on economic 
impact to help secure government and private funding and support.  One of the many 
areas often highlighted in these economic impact reports is cultural tourism.  Arts 
economic impact studies often illustrate how an organization’s artistic offerings 
attract dollars from tourists that then go back into the local cash flow, thus 
stimulating the economy.  There are also quite a few studies that rebut this claim, 
stating that tourism dollars, whether from local or out of state tourists can not be 
claimed as new money, but rather as a substitute for money that would have been 
spent on other recreational activities, such as sports, shopping, or other area 
attractions.  What hasn’t been studied much thus far is the effect on the arts 
organizations themselves from seeking out tourist dollars.  Tracking cash flow and 
surveying tourist audience members can measure economic impact.  But what about 
measuring the impact on the mission of the organization, programming choices, and 
community support?  
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 Some scholars describe theatres and the performing arts as being a type of 
cultural property.  As such, Frey (2007) notes that, “it isn’t unusual for a country’s 
culture to be more highly valued by foreigners than by the inhabitants of the country 
itself.”1  How can this concept be applied to arts organizations in the United States?  
Can a measurement of US non-profit theatres determine whether or not “tourists” 
value their offerings more than “locals”?  If so, how does that affect the concept that 
non-profit organizations should fill a void within their community and provide a 
service to the community and its inhabitants?  How does seeking out earned income 
from tourism affect the mission of non-profit theatres?  How does it affect their 
programming?  And how does it affect the relationship between the non-profit 
theatres and the communities in which they exist? 
                                                
1 Frey, Bruno S. Evaluating Cultural Property: The Economic Approach. International Journal of 
Cultural Property  6, no. 2 (2007): 231-246 
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LITERATURE REVIEW 
 
While these are questions that may be difficult to answer definitively, the 
literature published thus far on the topic of the relationship between cultural tourism 
and the arts helps shed light on the issue.  I have chosen to explore the positive and 
negative effects of cultural tourism on theatre organizations in the United States.  In 
preparation, I have reviewed literature stating that claims of positive effects of 
relationships between tourism and the arts are not accurate.2  There is extensive 
literature published examining the measurement tools and methods used to survey 
this relationship.3  The findings from most of this literature conclude that the 
methods used to determine impact from the relationship are biased, unclear, and 
therefore, inconclusive.4  It is no mystery that the potential positive effects from an 
                                                
2  For accounts of the inaccuracy of the positive effects of relationships between arts and tourism, see 
Joshua Guetzgow, How the Arts Impact Communities: An introduction to the literature on arts impact 
studies (Princeton: Princeton University, 2002) and Arthur H, Sterngold, Do Economic Impact Studies 
Misrepresent the Benefits of Arts and Cultural Organizations? (The Journal of Arts Management, 
Law, and Society, 2004). 
 
3 For accounts of the measurement tools and methods used to survey the relationship between arts and 
tourism, see Howard L. Hughes, Culture and Tourism: A Framework for Further Analysis (Managing 
Leisure, 2002); and Warren W. McHone and Brian Rungeling, Practical Issues in Measuring the 
Impact of A Cultural Tourist Event in a Major Tourist Destination (Journal of Travel and Research, 
2008). 
 
4 For accounts on the bias, and inconclusive results of impact studies on the relationship between the 
arts and tourism, see Joshua Guetzgow, How the Arts Impact Communities: An introduction to the 
literature on arts impact studies (Princeton: Princeton University, 2002); Howard L. Hughes, Tourism 
and the Arts: A Potentially Destructive Relationship? (Tourism Management, 1989); Howard L. 
Hughes, Arts, Entertainment, and Tourism (Burlington, Butterworth-Heinemann, 2000); Howard L. 
Hughes, Culture and Tourism: A Framework for Further Analysis (Managing Leisure, 2002); Warren 
W. McHone and Brian Rungeling, Practical Issues in Measuring the Impact of A Cultural Tourist 
Event in a Major Tourist Destination (Journal of Travel and Research, 2008); and Arthur H, 
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arts and tourism partnership can be mutually beneficial.  However, based on the 
literature reviewed on the subject, it is clear that much more research needs to be 
conducted to determine more accurate measures of just how beneficial the 
relationship can be.5   
 
There is also quite a bit of research outlining possible negative effects of 
tourism on the arts.6  The main arguments do not completely warn against a 
partnership but they do caution arts organizations against the possible loss of focus 
                                                                                                                                     
Sterngold, Do Economic Impact Studies Misrepresent the Benefits of Arts and Cultural 
Organizations? (The Journal of Arts Management, Law, and Society, 2004). 
 
5 For accounts on further research that need to be conducted see Joshua Guetzgow, How the Arts 
Impact Communities: An introduction to the literature on arts impact studies (Princeton: Princeton 
University, 2002); Howard L. Hughes, Tourism and the Arts: A Potentially Destructive Relationship? 
(Tourism Management, 1989); Howard L. Hughes, Arts, Entertainment, and Tourism (Burlington, 
Butterworth-Heinemann, 2000); Howard L. Hughes, Culture and Tourism: A Framework for Further 
Analysis (Managing Leisure, 2002); Warren W. McHone and Brian Rungeling, Practical Issues in 
Measuring the Impact of A Cultural Tourist Event in a Major Tourist Destination (Journal of Travel 
and Research, 2008); and Arthur H, Sterngold, Do Economic Impact Studies Misrepresent the 
Benefits of Arts and Cultural Organizations? (The Journal of Arts Management, Law, and Society, 
2004). 
 
6  For accounts on the negative effects of tourism on the arts, see Erve Chambers From Authenticity to 
significance: Tourism on the frontier of culture and place (The Journal of Policy, Planning, and 
Futures Study, 2009); Joshua Guetzgow, How the Arts Impact Communities: An introduction to the 
literature on arts impact studies (Princeton: Princeton University, 2002); Howard L. Hughes, Tourism 
and the Arts: A Potentially Destructive Relationship? (Tourism Management, 1989); Howard L. 
Hughes, Arts, Entertainment, and Tourism (Burlington, Butterworth-Heinemann, 2000); Howard L. 
Hughes, Culture and Tourism: A Framework for Further Analysis (Managing Leisure, 2002); Paul 
Lansing and Paul De Vries, Sustainable Tourism: Ethical Alternative or Marketing Ploy (Journal of 
Business Ethics, 2007); Warren W. McHone and Brian Rungeling, Practical Issues in Measuring the 
Impact of A Cultural Tourist Event in a Major Tourist Destination (Journal of Travel and Research, 
2008); and Arthur H, Sterngold, Do Economic Impact Studies Misrepresent the Benefits of Arts and 
Cultural Organizations? (The Journal of Arts Management, Law, and Society, 2004); 
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that tourism can bring.7  The potential to lose sight of mission and negate the art as 
well as the damaging effects that tourism can have on the community image must be 
further explored through case studies on specific organizations and communities.8  
This further research will serve to aid arts administrators and tourism administrators 
by guiding their motives for future partnerships.  In addition, research in this area 
might also aid public administrators and funders when making arts funding decisions 
based on studies of impact from arts and tourism partnerships. 
 
In reviewing the literature on the positive effects of partnerships between the 
arts and tourism, several themes were noted in various.9  Most of the positive effects 
                                                
7  For accounts on the possibilities of tourism causing lack of focus, see Erve Chambers From 
Authenticity to significance: Tourism on the frontier of culture and place (The Journal of Policy, 
Planning, and Futures Study, 2009); Howard L. Hughes, Tourism and the Arts: A Potentially 
Destructive Relationship? (Tourism Management, 1989); Howard L. Hughes, Arts, Entertainment, 
and Tourism (Burlington, Butterworth-Heinemann, 2000); Howard L. Hughes, Culture and Tourism: 
A Framework for Further Analysis (Managing Leisure, 2002); Paul Lansing and Paul De Vries, 
Sustainable Tourism: Ethical Alternative or Marketing Ploy (Journal of Business Ethics, 2007); and 
Yipling Li Heritage Tourism: The Contradictions between Conservation and Change (Tourism and 
Hospitality Research, 2003). 
 
8 For accounts on further exploration of mutually beneficial relationships between arts and tourism see 
Erve Chambers From Authenticity to significance: Tourism on the frontier of culture and place (The 
Journal of Policy, Planning, and Futures Study, 2009); Howard L. Hughes, Tourism and the Arts: A 
Potentially Destructive Relationship? (Tourism Management, 1989); Howard L. Hughes, Arts, 
Entertainment, and Tourism (Burlington, Butterworth-Heinemann, 2000); Howard L. Hughes, 
Culture and Tourism: A Framework for Further Analysis (Managing Leisure, 2002); Paul Lansing 
and Paul De Vries, Sustainable Tourism: Ethical Alternative or Marketing Ploy (Journal of Business 
Ethics, 2007); and Yipling Li Heritage Tourism: The Contradictions between Conservation and 
Change (Tourism and Hospitality Research, 2003). 
 
9 For accounts on the positive effect of arts and tourism partnerships, see Howard L. Hughes, Tourism 
and the Arts: A Potentially Destructive Relationship? (Tourism Management, 1989); Howard L. 
Hughes, Arts, Entertainment, and Tourism (Burlington, Butterworth-Heinemann, 2000); Howard L. 
Hughes, Culture and Tourism: A Framework for Further Analysis (Managing Leisure, 2002); Joshua 
Guetzgow, How the Arts Impact Communities: An introduction to the literature on arts impact studies 
(Princeton: Princeton University, 2002); and Warren W. McHone and Brian Rungeling, Practical 
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are measured in individual case studies that show the economic impact that the arts 
industry brings to local communities.10  Arts organizations use these impact studies 
to point out their artistic and economic success.  They often highlight the impact that 
the arts have on the economy by the money and attention brought in by tourists.11  
 
Joshua Guetzkow points out that the “multiplier” effects, or the path that the 
money from tourists takes beyond the arts ticket purchase, of dollars brought in by 
tourists are highly noted in arts impact studies.12   When a tourist comes to an arts 
organization and purchases a ticket, it is likely that they may also eat at a local 
restaurant, shop at a local store, and stay at a local hotel.  In addition, the money 
spent at arts organizations and local establishments by tourists is converted into 
money spent by those establishments for goods and services and paid out to 
employees who then spend money in the community.  The arts organizations take 
claim to this multiplied money as a direct contribution to the local economy.  This 
                                                                                                                                     
Issues in Measuring the Impact of A Cultural Tourist Event in a Major Tourist Destination (Journal of 
Travel and Research, 2008). 
 
10  For accounts on case studies showing the economic impact of arts organizations, see Joshua 
Guetzgow, How the Arts Impact Communities: An introduction to the literature on arts impact studies 
(Princeton: Princeton University, 2002) and Arthur H, Sterngold, Do Economic Impact Studies 
Misrepresent the Benefits of Arts and Cultural Organizations? (The Journal of Arts Management, 
Law, and Society, 2004). 
 
11 McHone, W. Warren and Brian Rungeling. 2008. Practical Issues in Measuring the Impact of a 
Cultural Tourist Event in a Major Tourist Destination. Journal of Travel Research 38: 300 
 
12 Guetzkow, Joshua. 2002. How the Arts Impact Communities: An introduction to the literature on 
arts impact studies. Taking the Measure of Culture Conference: Princeton University June 7-8. 
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“ancillary” spending may allow hotels, restaurants, tour operators, and travel agents 
to continue the flow of their business longer than if tourists were not present. 13 
 
In addition, tourists often spend more on leisure activities than locals.  If they 
budget ahead of time to attend arts attractions while on their vacation, arts 
organizations have a lot to gain from attracting the additional earned income from 
out of area visitors. 14  The additional flow of tourist patrons is often measured as a 
sign of success and can also help arts organizations who are struggling for local 
patron attendance to lengthen their season, thus earning more income overall. 15  A 
lengthened season can also mean increased or longer employment and an increase in 
the number of employees16.   All of these measures are attractive to policy makers 
and funders when determining the impact of the arts on the local economy. 
 
Relationships built between arts organizations and the local tourism industry 
can mean more than just monetary sponsorship and support.  There is a vast potential 
for creating community alliances that support the arts by capitalizing on the positive 
                                                
13 Hughes, Howard. 2000. Arts, Entertainment and Tourism. Burlington, MA: Butterworth-
 Heinemann. 
 
14 Hughes, Howard. 2000. Arts, Entertainment and Tourism. Burlington, MA: Butterworth-
 Heinemann. 
 
15 Hughes, Howard. 2000. Arts, Entertainment and Tourism. Burlington, MA: Butterworth-
 Heinemann. 
 
16 Hughes, Howard. 2000. Arts, Entertainment and Tourism. Burlington, MA: Butterworth-
 Heinemann. 
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effects of tourism on the community.  The ability of added income from tourists to 
bring the spotlight on the importance of the arts in a community should not be looked 
upon as trivial.  It could mean the difference of an arts organization being able to 
produce a longer season or even its very existence.  In addition, cultural tourists have 
the ability to advocate for the arts organizations that they visit.  They may also 
receive exposure to the arts while on their vacation, and then bring that appreciation 
back to their hometowns by visiting local arts organizations in their communities, 
spreading the reach of the arts even further.17    
 
The positive image that comes from a community rich in arts and culture 
offerings is also greatly supported by tourism.  Louise Glickman notes in an article 
discussing cultural tourism that, “a regional pride and identity exists among 
residents, which is interpreted in its many facets at area attractions.”18  Artistic 
concentration in a community can have a huge influence on where tourists decide to 
visit and spend their money.19  It may also aid in urban regeneration by converting a 
historically lackluster community into a vibrant, educational, and exciting tourist 
destination.  Once the word gets out that a certain community is considered a tourist 
destination based on its arts and cultural offerings, a domino effect can begin to 
                                                
17 Hughes, Howard. 2000. Arts, Entertainment and Tourism. Burlington, MA: Butterworth-
 Heinemann. 
 
18 Glickman, Louise. 1997. Cultural Tourism: Bridging America Through Partnerships in Arts, 
 Tourism, and Economic Development. Monographs (Americans for the Arts) 1:1-10 
 
19 Tighe, Anthony J. 1986. The Arts/Tourism Partnership. Journal of Travel Research 24, no. 3: 2- 5 
 
 
 
9 
attract more and more tourists, thus increasing the spread of the image and positively 
affecting the local economy.20  
 
Arts organizations don’t only measure the positive effects of attracting 
tourists on the community as a whole.  They also have much to gain internally.  As 
previously mentioned, tourists often have a higher spending threshold for arts and 
entertainment than locals.  This means that tourism may have the possibility of 
increasing revenue from ticket sales; merchandise sales, concession sales, and one-
time donations.21  In addition, the positive effects mentioned earlier on outside 
tourism establishments such as hotels, bars, transportation companies, etc. can open 
the door for potential corporate sponsorship.  Corporate sponsors may also take note 
of an arts organization’s geographic reach through tourism, which can incite a hefty 
support that may not be available to organizations that only attract local audiences.22  
 
The additional income from tourists can also stimulate great artistic growth 
within institutions.  The added cushion of monetary support can allow arts 
organizations the ability to concentrate on programs outside their core such as 
                                                
20 Hughes, Howard L. 2002. Culture and Tourism: A Framework for Further Analysis. Managing 
 Leisure 7: 164-175 
 
21 Hughes, Howard L. 2002. Culture and Tourism: A Framework for Further Analysis. Managing 
 Leisure 7: 164-175 
 
22 Hughes, Howard L. 2002. Culture and Tourism: A Framework for Further Analysis. Managing 
 Leisure 7: 164-175 
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education and outreach, as well as experimental and developmental work.  
Organizations that produce great artistic works but are lacking in financial support 
may be more likely to survive with additional monetary support from tourists.  The 
insight of tourists as an outside audience may also bring new perspectives to the 
artistic offerings of the organization.23   Additional funds from tourists may also be 
used towards spending on production elements, giving an opportunity to increase 
artistic excellence. 
 
Although the benefits of tourism to arts organizations are numerous, there is 
substantial research that disregards these statistics as well.  Studies claiming lack of 
evidence, unclear survey terminology, general confusion on the topic, and biased 
questioning concerning arts impact should be taken into account when determining 
the impact of tourism and the arts on the economy.  In addition, there is quite a bit of 
research on substitution effects of money spent on the arts, which is a direct rebuttal 
of the claim that the arts affect the local economy in a positive manner.24   
 
One of the main issues in measuring the effects of tourism on the arts is the 
design of the methods used to gather data.  The term “cultural tourist” is still 
                                                
23 Hughes, Howard. 2000. Arts, Entertainment and Tourism. Burlington, MA: Butterworth-
 Heinemann. 
 
24 Sterngold, Arthur H. 2004. Do Economic Impact Studies Misrepresent the Benefits of Arts and 
Cultural Organizations?  The Journal of Arts Management, Law, and Society 34, no. 3 (Fall): 166-
187. 
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somewhat new and is not universally defined.25  There is no clear-cut definition of 
the arts tourism industry which s to confusion in respondents.26  Independently, the 
terms “tourism” and “arts” are self-explanatory.  But when the two are put together 
to form one industry, the lines of drawing power for tourists become somewhat 
blurred.  Thus, it is often difficult to determine what the greatest factor in attracting 
tourists was to begin with.27  It is extremely difficult to determine which tourists 
have come to an area specifically for its arts offerings.28  T. Silberberg created a 
framework for defining the various types of cultural tourists.  The main 
categories/motivations for a tourist deciding to visit a region can be broken down 
into arts-core and arts-peripheral.  Arts- Core tourists choose to travel to a 
destination purely because of an arts or cultural offering.  These tourists, either travel 
to a destination solely for that arts offering and no other reason and a thus 
categorized as arts-core primary.  Tourists that travel to a destination based on a 
decision to participate in an arts and culture offering and for other reasons are 
categorized as arts-core multi-primary.  Tourists that travel to destination mainly for 
reasons other then arts and tourism, but still participate in the arts and culture 
                                                
25 Hughes, Howard L. 2002. Culture and Tourism: A Framework for Further Analysis. Managing 
Leisure 7: 164-175 
 
26 McHone, W. Warren and Brian Rungeling. 2008. Practical Issues in Measuring the Impact of a 
Cultural Tourist Event in a Major Tourist Destination. Journal of Travel Research 38: 300 
 
27 Hughes, Howard L. 1989. Tourism and the Arts: A Potentially Destructive Relationship? 
 Tourism Management 10, no. 2 (June):97-99. 
 
28 Hughes, Howard L. 2002. Culture and Tourism: A Framework for Further Analysis. Managing 
 Leisure 7: 164-175 
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offerings during their visit are called arts-peripheral tourists.  If they plan on 
attending arts and culture offerings secondary to other tourism draws such as sports, 
shopping, beaches, etc. they are categorized as arts-peripheral incidental tourists.  If 
they do not plan on attending arts and culture offerings, yet still end up attending 
while they are visiting, they are categorized as arts-peripheral accidental tourists.29   
Although tourism can lay claim to money coming in to the community from outside 
visitors, just how much of this “new money’ was actually brought in as a direct result 
of the community’s arts offerings cannot be clearly measured.30    
Surveys of tourists and arts audiences are a good way to gather data to 
determine impact, but there have been large problems with surveys thus far.  There is 
the issue of bias when arts audiences are asked survey questions while still in the arts 
venue.31  The surveys often do not separate tourists who are commuting to the area 
for the day from tourists who are staying for extended periods of time.32  Measuring 
drawing power is another large issue.  It is hard to determine what draws a tourist to 
an area where they may attend an arts performance.  The tourists themselves may not 
be able to pinpoint exactly one reason for visiting a particular community.  Often 
                                                
29 Silberberg, T. 1995. Culture tourism and business opportunities for museums and heritage sites. 
Tourism Management VOl. 16 No. 5: 361-365 
 
30 Hughes, Howard. 2000. Arts, Entertainment and Tourism. Burlington, MA: Butterworth-
Heinemann. 
 
31 Hughes, Howard L. 2002. Culture and Tourism: A Framework for Further Analysis. Managing 
 Leisure 7: 164-175 
 
32 Hughes, Howard L. 2002. Culture and Tourism: A Framework for Further Analysis. Managing 
 Leisure 7: 164-175 
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times, drawing power questions are asked of the tourist population as a whole, not 
just of arts tourists, causing even greater confusion.33  It is also very difficult to even 
distinguish local revenue from tourist revenue when only surveying tourists.34  It is 
quite possible that locals could purchase tickets for tourists thus skewing the results 
of zip code analyses when determining the number of tourist patrons to a particular 
arts offering.   Surveys are unable to determine these discrepancies; therefore, their 
results may not show the entire picture of the benefits of tourism impact as they 
claim to.  Even if an arts organization were to gather enough substantial information 
to claim that their tourist draw is benefitting the economy, it is very difficult to 
project these numbers into the future.35  
One of the greatest areas for concern in measuring economic impact of arts 
tourism is the substitution effect.  Sterngold states in his study of the significance of 
economic impact studies of the arts, that, “to properly assess economic impact, the 
analysis must distinguish between expenditures that represent true additions to 
regional demand and expenditures that represent diversions of dollars from other 
                                                
33 Hughes, Howard L. 2002. Culture and Tourism: A Framework for Further Analysis. Managing 
 Leisure 7: 164-175 
 
34 Guetzkow, Joshua. 2002. How the Arts Impact Communities: An introduction to the literature on 
arts impact studies. Taking the Measure of Culture Conference: Princeton University, June 7-8. 
 
35 Hughes, Howard. 2000. Arts, Entertainment and Tourism. Burlington, MA: Butterworth-
Heinemann. 
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regional uses.”36   He goes on to explain that when tourists bring money into a 
community through spending on its attractions, they are, in effect, reducing spending 
on other areas of the community they are visiting.  Deanna Isaacs published and 
article in the Chicago Reader in 2007 commenting on the National Endowment for 
the Art’s “Arts and Economic Prosperity III” report.  The report claimed a huge 
amount of economic activity based on arts spending.  Deanna challenges this claim, 
by pointing out that this economic impact report makes, “assumption that if people 
weren’t going to the events being studied, they’d be doing nothing.  In the real 
world, however, if you don’t go to a nonprofit arts event, you’re likely to do 
something else.  One kind of event (and the money spent on it) is merely being 
substituted for another.”37 Therefore, arts impact studies that do not study these 
substitution effects of tourist dollars are missing a very large piece of the puzzle.  
Their claims of net values to the economy may be completely negated due to the 
concept of substitution.38  
 
                                                
36 Sterngold, Arthur H. 2004. Do Economic Impact Studies Misrepresent the Benefits of Arts and 
Cultural Organizations?  The Journal of Arts Management, Law, and Society 34, no. 3 (Fall): 166-
187. 
 
37 Deanna Isaacs, “Sculpting the Statistics: A Closer look at the Claim that local nonprofit arts groups 
are generating a billion dollars a year in economic activity,” Chicago Reader, July 12, 2007. 
 
38 Sterngold, Arthur H. 2004. Do Economic Impact Studies Misrepresent the Benefits of Arts and 
Cultural Organizations?  The Journal of Arts Management, Law, and Society 34, no. 3 (Fall): 166-
187. 
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Another area of great concern to the arts should be the possible negative 
effects of tourism.  Although impact studies show the positive effects on the 
economy and the arts organization as a whole, tourism can be dangerous to artistic 
integrity and community image.  Once arts organizations begin to see a glimmer of 
positive earned income as a result of tourist patrons taking interest, they run the risk 
of straying from their artistic mission and instead catering to tourist needs and 
desires.  Yipling Li discusses the damage that has been done by mixing culture and 
tourism by stating that, “the tourism industry has moved away from regarding culture 
as the process of intellectual, spiritual and aesthetic cultivation towards…considering 
culture as a product.”39  He expands upon this, noting that once culture becomes 
commoditized, it begins to take the shape of a product that strives for economic and 
political goals rather than cultural and artistic integrity.  Therefore, a relationship 
between arts and tourism can be extremely detrimental by causing the arts 
organization to create popular and consumable work that can become 
“commercialized” and “trivialized”.40  This may also cause arts organizations to 
leave behind their artistic visions of producing works that are experimental and edgy, 
                                                
39 Li, Yipling. 2003. Heritage Tourism: The Contradictions between Conservation and Change.  
 Tourism and Hospitality Research 4, no. 3: 247-281 
 
40 Hughes, Howard L. 1989. Tourism and the Arts: A Potentially Destructive Relationship? 
 Tourism Management 10, no. 2 (June):97-99. 
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yet financially vulnerable, for works that are guaranteed to win the stamp of approval 
by high paying tourist audiences.41   
   
 The community at large is also at risk from arts organizations catering to 
tourists.  “Arts aimed at non-local audiences face the criticism of not meeting the 
needs of locals.”42  The idea that a non-profit arts organization exists to fill a void in 
the community and serve the people of the community can become completely lost 
in the race to win tourist dollars and approval.  If arts organizations alter their 
offerings to suit tourist needs over the needs of their own community members, they 
also alter the face of their community’s image. One example from overseas 
illustrates the loss of cultural heritage in Bali as their traditional dance, drama, and 
musical forms have been altered to cater to tourist’s desires.  James Murdoch, an 
expatriate and Balinese culture critic states that, “tourism has reduced repertoire, 
which now, at the beginning of the twenty-first century, consists mostly of a small 
collection of the most popular works, truncated for the limited attention span and 
available time of international tourists”43. This same altering of art form has the 
                                                
41 Hughes, Howard. 2000. Arts, Entertainment and Tourism. Burlington, MA: Butterworth-
Heinemann. 
 
42 Hughes, Howard. 2000. Arts, Entertainment and Tourism. Burlington, MA: Butterworth-
Heinemann (167). 
43 Shiva Rijal, Performing for Tourists; Redefining Performance, Performers and Audiences (New 
Delhi: D.K. Printworld, 2010), 65. 
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possibility to transfer to theatre offerings in the United States.  These cultural 
traditions and heritage may be lost as the shift moves away from serving locals.44 
 
The industries of non-profit art and tourism have a unique relationship that 
can have great potential for positive benefits for both industries as well as the local 
economy.  However, given the inaccuracies in the methods used to study these 
benefits thus far, little conclusive evidence can be claimed as to the exact economic 
benefit.  In order for the arts and tourism industries to create a relationship that 
benefits all parties involved, impact studies need to clearly define the types of 
questions asked, the manner that they are asked, and of whom they are asked.  In 
addition, impact studies must take substitution effects into consideration when 
determining economic impact of tourism on local arts organizations.  It is almost 
impossible to find an arts impact study that mentions the substitution effect.  In 2007, 
Randy Cohen, the American’s for the Arts Vice President of Research stated that the 
National Endowment for the Art’s annual Arts & Economic Prosperity Report, 
“doesn’t compare to other industries”45. The potential negative effects also need to 
be examined more thoroughly.  In this age of economic instability, arts organizations 
often turn to impact analyses to influence political and financial supporters.  This 
emphasis on earned income can often attract arts administrators to focus energy on 
                                                
44 Hughes, Howard. 2000. Arts, Entertainment and Tourism. Burlington, MA: Butterworth-
Heinemann. 
 
45 Deanna Isaacs, “Sculpting the Statistics,” Chicago Reader, July 12, 2007. 
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the potential the tourism market can bring to the table.  However, earned income 
from tourism should not take the place of artistic integrity, mission, and community 
image.  “The goal is to build culture and tourism without ‘killing the goose that laid 
the golden egg.”46   
Tourism and the arts have an opportunity to benefit each other, as they are 
both growth industries that seek to preserve and promote the image of a community.  
The two industries must find a business model that serves both the artistic goals of 
the arts organizations and the financial goals of the tourist industry as well as 
keeping the best interest of the home community at the forefront of any joint 
initiatives.  Whether this mutual relationship happens or not is hard to determine.  It 
is assumed that the tourism industry’s main goals lie in increasing revenue through 
increased visitation and hotel stays.  They promote the possibilities of extra revenue 
to arts organizations and to the economy to increase the appeal of the potential of 
tourists and their money to the creative sector.  However, they may not have the best 
interests of the arts organizations in mind.  Mission, program choices, and artistic 
integrity may not be as important to the tourist industry as simply having attractive 
artistic offerings to bring tourists to the area and keep them there as long as possible. 
Thus, it is important the two industries work together towards mutually beneficial 
goals. 
                                                
46 Glickman, Louise. 1997. Cultural Tourism: Bridging America Through Partnerships in Arts, 
 Tourism, and Economic Development. Monographs (Americans for the Arts) 2. 
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This thesis examines the effects of tourism on non-profit theatre 
organizations in more depth. Zip code analyses, ticket sales, donor profiles, and 
subscription data from non-profit theatres has been evaluated to determine if non-
profit theatres are deliberately serving a tourist audience.  This thesis examines what 
this means for the organization.  To what extent does serving tourists affect mission, 
artistic integrity, and the purpose of the existence of the organization in the first 
place?  
The research examined in this case study employed a mixed method approach 
by evaluating both quantitative and qualitative data. Ticket data from La Jolla 
Playhouse in San Diego reveals the percentage of tourists visiting the theatre over a 
period of five seasons.  An interview with Ms. Cook, Marketing Director at La Jolla 
Playhouse, details the motives behind programming choices and reliance on tourism.  
The data sheds light on strategies that may be used by regional theatres nationwide.  
Unfortunately, only so much data could be collected at one time.  Thus, 
methodological limitations include time constraints, a small-N case study focusing 
on one theatre and a modest amount of quantitative data.  This thesis presents an 
initial glance at this topic. 
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CHAPTER ONE – BACKGROUND ON SAN DIEGO 
 
San Diego is a vibrant California city located in the southern part of the state 
bordered by the Pacific Ocean to the West and Mexico to the South.  With a county 
population of over 1.3 million people, it is the second largest city in California, next 
to Los Angeles, and the seventh largest city in the United States.47   
 
The city has a diverse workforce split between the top industries of 
manufacturing, defense, tourism and agriculture.  Telecommunications, software, 
and biotech are also fast growing industries in the area.  “Because of its workforce 
and mix of high-tech industry and recreational assets, a marketing consortium of 
high-tech industries has dubbed San Diego ‘technology’s Perfect Climate’.”48  
 
San Diego is also a very pleasant place to live and visit, boasting near perfect 
weather year round to enjoy the ocean and other outdoor recreation.  In addition to 
being the home of the Chargers football team and the Padres baseball team, San 
Diego has a multitude of major attractions for residents and visitors to enjoy.  Balboa 
Park, the country’s oldest urban cultural park, is home to 15 major museums, 
                                                
47 City Data “San Diego, California City Data Sheet,” http://www.City-data.com/city/San-Diego-
California.html (Accessed November 6, 2011). 
 
48 San Diego Regional Arts & Culture Coalition, “Annual Community and Economic Impact Report: 
2009,” http://sandiego.gov/resources/impact-reports (accessed November 6, 2011). 
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performing arts venues, gardens, and the famous San Diego Zoo.49  In addition, 
several universities are located within San Diego’s city limits bringing about great 
educational opportunities. 
 
According to City-data.com, San Diego proper has approximately 1.3 million 
residents split fairly evenly between male and female.  The average age is in the low 
to mid thirties and the median annual income is in the $60K range.  Cost of living is 
pretty high with a census-rating index of 141 compared to the national rating of 100.  
San Diego is also highly educated as 82% of its citizens have at least a high school 
diploma.  Thirty-five percent have at least a bachelor’s degree, and 13% hold a 
graduate or professional degree.  The number of foreign-born residents is also very 
high at 25% split fairly evenly between those of Latin American and Asian descent.50 
 
In a city with so much to offer, it is no surprise that there is a growing 
multitude of arts and culture organizations.  Recently, the City of San Diego 
Commission for Arts and Culture and the San Diego Regional Arts and Culture 
Coalition released the 2010 Economic and Community Impact report that surveyed 
over 76 different non-profit arts organizations that are supported by the commission 
to measure their impact on the community.  The study found that these 76 
                                                
49 Balboa Park, “Park Information,” http://www.balboapark.org (accessed Aug. 15, 2010). 
 
50 City Data “San Diego, California City Data Sheet,” http://www.City-data.com/city/San-Diego-
California.html (Accessed November 6, 2011). 
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organizations stimulated the economy with over $173 million in direct expenditures 
in 2010.  These organizations also supported a workforce of more than 7,000 
employees, and utilized over 12,000 volunteers.  In addition to the organizations 
supported by the commission, the report states that San Diego is home to 4,290 arts 
related businesses, non-profit and commercial, that employ a total of 22,727 people 
in San Diego, placing the city above major arts cities such as Boston, Philadelphia, 
and Denver in numbers of arts businesses and employment.51 
 
 
 
                                                
51 San Diego Regional Arts & Culture Coalition, “Annual Community and Economic Impact Report: 
2009,” http://sandiego.gov/resources/impact-reports (accessed November 6, 2011). 
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CHAPTER TWO – BACKGROUND OF SAN DIEGO CULTURAL TOURISM 
 
 The arts and cultural offerings of San Diego are not just enjoyed by the 
residents of the community.  San Diego has a very strong tourism industry as well.  
The San Diego Convention and Visitors Bureau noted in the Economic Impact report 
that nearly 1.5 million tourists partook in the city’s arts and cultural offerings in 
2010.  Those tourists spend an average of $326 more per trip than the tourists who do 
not attend the arts.  On average, tourists who partook in the city’s cultural offerings 
stayed an average of 3.8 days versus 1.6 days for all tourists. 52   
 
The San Diego Commission for Arts and Culture has formed a strategic 
marketing partnership with the San Diego Convention and Visitors Bureau entitled 
San Diego Art and Sol.  This partnership “provides a framework for linking the arts 
to tourism and drawing visitors to the region.”53  Staff from both organizations work 
together to create a website highlighting the city’s happenings in the areas of dance, 
festivals, film, galleries, museums, music and theatre, hosted on the main website of 
the Convention and Visitors Bureau.  Member cultural organizations can list their 
performances, exhibits, and events in an online calendar that the partnership makes 
                                                
52 San Diego Regional Arts & Culture Coalition, “Annual Community and Economic Impact Report: 
2010,” http://sandiego.gov/resources/impact-reports (accessed November 6, 2011). 
 
53 San Diego Regional Arts & Culture Coalition, “Annual Community and Economic Impact Report: 
2009,” http://sandiego.gov/resources/impact-reports (accessed Aug. 15, 2010). 
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available to any web visitors.  The partnership also funds umbrella-advertising 
campaigns to promote the cultural offerings of the city in hopes of drawing in 
tourists from outside the city and the state.   
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CHAPTER THREE – BACKGROUND ON LA JOLLA PLAYHOUSE 
 
One of San Diego’s most famous arts organizations is the La Jolla Playhouse.  
La Jolla Playhouse is a 501(c)(3) theatre company located on the University of 
California, San Diego campus in La Jolla, California.  In 1947, Hollywood actor 
Gregory Peck decided to open a summer playhouse in his hometown of San Diego at 
the La Jolla High School Auditorium.  With friends Mel Ferrer, Joseph Cotton, 
Dorothy McGuire and Jennifer Jones, they formed what was then known as the 
Actors Company.  Over the next seventeen years, the company’s stages would be 
graced by such legends as Vincent Price, Groucho Marx, Vivian Vance, and Raquel 
Welch.  In 1964, Peck and his gang of founders had moved on to the more glitzy and 
competitive world of television and the theatre closed. 
 
Eighteen years later, a newly revived board decided to reopen its doors as a 
producing theatre rather than its earlier role as mainly a presenting venue.  The board 
found their new director in 30-year-old Des McAnuff, with a recommendation from 
Joe Papp, then artistic director of New York’s Public Theatre.  McAnuff opened the 
season with a re-imagination of Romeo and Juliet that provided a new and different 
approach on San Diego’s theatre scene.  The reopening occurred at the University of 
 
 
26 
California San Diego’s Mandell Weiss Theatre where the Playhouse has remained to 
this day.  
 
Several new spaces have been added to the La Jolla Playhouse “village”, 
launched by McAnuff’s successor, Michael Greif.  Greif, who took over as Artistic 
Director in 1995, can also be credited with retiring the Playhouse’s $1.7 million debt 
and striking an agreement with the UCSD theatre department which enabled sharing 
of performance and rehearsal spaces and initiating a graduate student residency 
program.  Greif also initiated a capital fund endowment campaign, which raised $44 
million for the theatre to support its operations and outreach programs.54 
 
In 2007, Greif passed the torch to the current artistic director, Christopher 
Ashley.  In addition to his duties as Artistic Director, Ashley also heads the 
residency program and developed the Playhouse’s EDGE series, which brings new 
works to the theatre.   Under the direction of McAnuff, Greif, and Ashley, the 
Playhouse has presented 56 world premiers, and received 29 Tony awards including 
1993 Tony Award for Outstanding Regional Theatre.    
 
                                                
54 La Jolla Playhouse: About Us.  http://LaJollaPlayhouse.org (accessed November 5, 2011) 
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La Jolla Playhouse’s mission is, “to advance theatre as an art form and as a 
vital social, moral and political platform by providing unfettered creative 
opportunities for the leading artists of today and tomorrow.” 
 
Each season, La Jolla Playhouse presents a mix of classics, new plays, and 
musicals.  The current 2011/2012 season includes: the world premiere of Milk Like 
Sugar, a co-production of the new GrooveLily musical Sleeping Beauty Wakes, a re-
imagined version of the classic Peer Gynt, the world premiere comedy A Dram of 
Drumhiccit, cabaret presentations of Second City’s Laugh out Loud tour and Sandra 
Bernhardt’s one woman show, I Love Being Me, Culture Clash’s American Night, 
and Jesus Christ Superstar, directed by former artistic director, Des McAnuff. 
 
In addition to their main stage offerings, La Jolla Playhouse presents new 
works through its Page to Stage play development program.  Past seasons’ selections 
include Cankerblossom, a workshop production in conjunction with the Pig Iron 
Theatre Company in Philadelphia, and John Leguizamo’s Diary of a Madman.  The 
Playhouse also offers a theatre residency program to small performing arts 
organizations in the San Diego region that don’t have a physical space of their own.  
The organization offers an array of audience events throughout the year including the 
annual gala, out and about brunch performances geared to the LGBT community, 
performance and cocktail events for young professionals, and innovation networking 
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nights to cater to the abundance of science and technology professionals in San 
Diego.  
 
The Playhouse also boasts many education and outreach programs and 
activities.  Audience enrichment events include talkbacks, insider events, guest 
speakers, enrichment guides, pay what you can performances, and theatre tours.  
Student matinees and school tours as well as young performer’s workshops, summer 
camps, a student advisory board, school outreach, and internships also ensure that 
San Diego’s youth and student population have ample opportunities to get involved. 
 
The partnership with UCSD encompasses shared facilities, shared technical 
production staff and training of theatre artists including 20-25 annual UCSD 
graduate theatre residencies as well as undergraduate internships.   
 
The current organization budget for La Jolla Playhouse is just over $12.2 
million dollars.  Approximately $3.8 million is expected to be raised through 
fundraising this year from contributions from foundations, corporations, individuals, 
and government support.  The 2010 990 IRS form notes that 81,000 people attended 
main stage and workshop presentations and that the theatre’s education programs 
reached approximately 38,000 people. 
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With its long history, strong board and community support, and mission to 
produce innovative theatre, La Jolla Playhouse has positioned itself as one of the 
country’s leading producing resident theatres.55   
                                                
55 La Jolla Playhouse: Programs, Season, Education & Outreach, About Us.  
http://LaJollaPlayhouse.org (accessed November 5, 2011) 
 
 
30 
CHAPTER FOUR- LA JOLLA PLAYHOUSE CASE STUDY 
 
 In choosing a theatre organization to serve as the subject for a case study on 
reliance on cultural tourism, San Diego is not the most ideal location.  Although San 
Diego does boast two of the country’s most renowned regional theatres as well as 
wonderful offerings for tourists, it is not often associated as a cultural tourism 
destination.  However, these factors almost make choosing La Jolla Playhouse more 
interesting.  Measuring La Jolla Playhouse’s reliance on tourism in an area that isn’t 
necessarily known for its cultural tourism offerings provides for clear and unbiased 
variables.  Conducting this research in an area synonymous with cultural tourism 
such as New York City or even Chicago would, no doubt, yield highly different 
results. 
 In a typical season, La Jolla Playhouse produces an average of three to four 
musicals and three to four plays.  The theatre is not required to produce a set amount 
of plays versus musicals, rather the artistic staff chooses the productions based on 
what is currently available that fits within the mission.  This report analyzes the zip 
code data from single ticket sales at La Jolla Playhouse over a five-year period.  This 
data is broken down into two main categories: the number of tickets sold by area and 
the revenue from tickets sold by area.  These two categories can be broken down 
further to depict how many tickets were sold by area and how much ticket revenue 
was earned by area for musicals versus plays.  The areas are described as: within San 
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Diego County, outside San Diego County, and outside the state of California.  The 
areas outside San Diego County are further broken down to: San Bernardino County, 
Imperial County, Riverside County, Orange County, and Los Angeles County.  The 
areas outside California are further broken down to: New York City Metro, 
Boston/Washington D.C, Manhattan, Other US Addresses, and Foreign.  These 
parameters of area boundaries and ticket data were pre-set within the Tessitura 
statistics reports in the La Jolla Playhouse database.56  Due to the preset parameters,  
“tourist” in this case study is defined as one having a zip code outside San Diego 
County.  The main objective in analyzing this data was to uncover any trends in the 
percentage of tourist and local audience members and how much ticket revenue each 
group brings to the theatre based on the theatres presentations over the five year 
period examined. 
 
 The main findings of the zip code analysis concerning total tickets sold 
 show the following: 
• The percentage of tickets sold to tourists is about 20%.57 
• The percentage of tickets sold to locals is about 80%.58  
• Of the percentage of tickets sold to tourists outside San Diego 
 County, the top 5 tourist markets are Los Angeles County, Orange 
                                                
56 Erin Knight, Foundation & Government Grants Manager, La Jolla Playhouse, interview by author, 
25 Aug. 2010, San Diego, in person and e-mail.  
57 See Figure 1 
58 See Figure 1 
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 County, Riverside County and Manhattan respectively. (This excludes 
 all tickets put into the “other US addresses category”).59 
• Of the percentage of tickets sold to tourists outside California, the 
 top markets are Manhattan, Boston/Washington, and NYC Metro 
 respectively.60 
 
The main findings of the zip code analysis concerning revenue from tickets 
sold show the following: 
• The revenue from tickets sold to tourists is about 16%. 61 
• The revenue from tickets sold to locals is about 86%. 62 
• Of the percentage of revenue from tickets sold to tourists outside San 
Diego County, the top 5 tourist markets are Los Angeles County, 
Orange County, Riverside County and Manhattan respectively. (This 
excludes all tickets put in to the “other US addresses category”).63 
• Of the percentage of revenue from tickets sold to tourists outside 
 California, the top markets are Boston/Washington, Manhattan, 
 and NYC Metro respectively.64 
                                                
59 See Figure 2 
60 See Figure 3 
61 See Figure 4 
62 See Figure 4 
63 See Figure 5 
64 See Figure 6 
 
 
33 
The main findings concerning number of tickets sold by area and revenue 
from tickets sold by area when comparing plays versus musicals yielded the 
following results: 
• About 53% of all tickets sold are for musicals, with the remaining 
47% for plays.65 
• About 58% of ticket revenue comes from tickets sold for musicals, 
while approximately 42% comes from plays.66 (Unfortunately, the 
data collected doesn’t allow for discerning whether this percentage 
breakdown come from the number of tickets sold or from the price 
difference between tickets for plays versus musicals.) 
• About 40% of tickets for musicals and 38% of tickets for plays are 
sold to locals who live in San Diego County.67 
• The top tourist markets for tickets sold and revenue earned from 
tourists outside San Diego County for both musicals and plays are Los 
Angeles County, Orange County, and Riverside County 
respectively.68 
                                                
65 See Figure 7 
66 See Figure 8 
67 See Figure 9 
68 See Figures 10 & 10A 
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• The top tourist markets for tickets sold to tourists outside California 
for plays are Boston/ Washington, Manhattan, and NYC Metro 
respectively.69 
• The top tourist markets for tickets sold to tourists outside California 
for musicals are Manhattan, Boston/Washington, and NYC metro 
respectively.70 
• The top tourist markets for revenue from tickets sold to tourists 
outside California for plays are Boston/Washington, Manhattan, and 
NYC Metro respectively.71 
• The top tourist markets for revenue from tickets sold to tourists 
outside California for musicals are Manhattan, Boston/Washington, 
and NYC Metro respectively.72 
 
These findings, while not monumental, do shed light on possible trends in 
performing for tourists.  While it is evident through these numbers that La 
Jolla Playhouse does seem to have a strong local audience focus, there is a 
significant amount of revenue being drawn in from tourist dollars.  The 
important questions that still need to be addressed are whether The Playhouse 
is consciously programming for tourists, and how that can affect the 
                                                
69 See Figure 11 
70 See Figure 11 
71 See Figure 12 
72 See Figure 12 
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organization in the future.  The following chapter discusses these findings in 
depth and digs deeper to find out just how much tourism can positively and 
negatively effect a non-profit theatre organization. 
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CHAPTER FIVE- Analysis and Discussion 
 
 At first glance, the findings pulled from the data on La Jolla Playhouse don’t 
seem that novel.  Approximately eighty percent of tickets sold are to local residents 
and twenty percent to tourists.  The same percentage breakdown holds true for 
money earned.  It is also not surprising that the tourist markets that bring in the most 
ticket sales are located in the counties immediately surrounding San Diego County.  
The counties out of the state that bring in tourism dollars are in large metropolitan 
areas that have a high concentration of arts and culture.  The amounts of tickets sold 
to tourists versus locals for plays versus musicals are consistent with the findings as 
well.  The split between plays and musicals is almost half with similar percentages of 
tourists vs. locals as overall ticket numbers and revenues. 
 It is hard to say whether this data is positive or negative for La Jolla 
Playhouse.  Certainly, a theatre that has over eighty percent of its tickets and its 
ticket revenue coming from local audiences is actively focused on their local 
constituents, right?  Certainly, a theatre that doesn’t have an active tourist audience 
isn’t concerned with programming for tourists, right?  An interview with Ms. Cook, 
Director of Marketing at La Jolla Playhouse revealed what isn’t written in the ticket 
data.73 
 Ms. Cook stated that approximately $10,000 out of an overall $900,000 
marketing budget was spent on reaching tourist markets.  These efforts include 
                                                
73 Mary Cook, interview by author, San Diego, CA May 18, 2011 
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buying paid advertising space in Performances Magazine (the local version of 
Playbill) in the Los Angeles and Orange County markets.  These ads are placed 
several times a year for bigger shows that may have an appeal to a dedicated theatre 
going audience.  La Jolla Playhouse has also conducted list trades with other Los 
Angeles and Orange County theatres as well as promotional advertising on the local 
NPR radio affiliates.  The Playhouse pays a nominal fee to the San Diego 
Convention and Visitors Bureau to list their events on the website as well as place 
collateral marketing materials at the visitor’s centers, airport kiosks, convention 
center information booth, etc.  They also pitch news stories to tourism publications 
like AAA’s Westways magazine and hotel publications like Where Magazine.  The 
Playhouse also offers promotional tickets to local hotel concierges in hopes that they 
will recommend the theatre to their clients.  Overall, the marketing efforts to tourists 
are slim and are focused on attracting tourists once they are already in San Diego.  
Ms. Cook mentioned that if La Jolla Playhouse were in a more tourist centric area 
such is Balboa Park, it is likely that more efforts to attract tourists may be made.  
But, since one has to make an active decision and seek transportation methods to 
travel outside the typical San Diego tourist area to attend a performance La Jolla 
Playhouse, the value of marketing to a traditional San Diego tourist is lessened. 
 
Ms. Cook also expressed her interest in participating in efforts with the local 
Convention and Visitors Center to help promote the arts.  She said she was 
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disappointed in the lack of involvement that CONVIS has had in the past with the 
arts.  She stated, “Whenever they have something for us to participate in, we jump at 
it”.  She noted the Playhouse’s involvement in the 2011 Americans for the Arts 
conference, held in San Diego as well as the opportunity to participate in San 
Diego’s arts month.  However, she noted, those opportunities are few and far 
between, and, “CONVIS has typically been more focused on Sea World, The San 
Diego Zoo, and the beach experience, and not so much on the arts.”   
 Ms. Cook did confirm the findings that approximately twenty percent of 
tickets are sold to tourists from outside San Diego County. She stated, “That’s 
actually higher than I thought.  That’s a pretty decent percentage”.   It was obvious 
from Ms. Cook’s statements that La Jolla Playhouse doesn’t spend much time or 
effort marketing to tourists at all, however, twenty percent of the audiences are made 
up of tourists.  This could assume that if La Jolla Playhouse put more time, effort, 
and money towards programming for, and marketing to tourists, the potential for 
tourists in the audience and tourist dollars in the box office could increase. 
  She pulled another report, which revealed more interesting facts on tourists 
in regards to the average ticket price.  The average ticket price for La Jolla Playhouse 
shows in the 2008-2010 seasons in San Diego County was $39.39, Los Angeles 
County patrons paid $35 per ticket, Orange County paid an average of $45.43 per 
ticket, Manhattan paid $42.94 per ticket, Boston/ Washington paid $46.48, New 
 
 
39 
York Metro paid, $40.54, and foreigners paid $50.90.74  The areas that Ms. Cook 
used for this data vary from the areas in the previous research slightly, but the figures 
are still interesting.  She noted that the San Diego County price per ticket number is 
somewhat skewed based on the fact that it includes subscribers who naturally play 
less per ticket than single ticket buyers.  She also speculated that the Los Angles 
County number is lower because of group sales discounts.  But, the conclusion from 
this data alone shows that tourists pay more per ticket than locals.  Those from 
Manhattan paid on average, $3.55 more per ticket than San Diego locals. 
 From these two pieces of data, the fact that tourists pay more per ticket than 
locals, and that La Jolla Playhouse achieves 20% rate of tourist audience members 
without even really trying to attract tourists, concludes, that tourism can have a major 
monetary affect on non-profit theatres. If La Jolla Playhouse were to take a more 
active approach to cultivating tourist audiences through targeted marketing to outside 
counties and states, this 20% would certainly go up.  It could be speculated that if 
they took a more active approach to capturing and converting tourists in San Diego, 
this number would go up.  There is definitely a potential for more earned income 
from tourism if the theatre decides that it wants to focus more marketing efforts on 
tourism. 
 Ms. Cook noted that although the artistic staff at La Jolla Playhouse consults 
her when choosing programming, that marketing influence really only comes in to 
                                                
74 See Fig. 13 
 
 
40 
play when constructing budgets, not necessarily as a major factor in which plays and 
musicals will be chosen.  “They pick the shows and say, ‘now, go sell this’”.  She 
learned at a recent League of Resident Theatres (LORT) conference that most large 
theatre companies that are in cultural tourism locales such as New York, Los 
Angeles, and Chicago, one of the most important factors in programming seems to 
be trending towards celebrity connections.  She talked with theatre practitioners that 
mentioned seasons would be delayed to accommodate celebrities coming on board.   
The appeal that a celebrity can bring to a production or to a theatre is a huge factor in 
ticket sales both from local and tourist audience members.  That seemed to be the 
only real connection Ms. Cook could make between tourist influences on artistic 
programming in her experience.
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CHAPTER SIX-FURTHER RESEARCH 
 
 There is a wealth of further research that could be gathered to verify the 
validity of positive and negative effects of tourism on non-profit theatres. Ideally, 
several case studies of several different theatres would be conducted.  It would be 
interesting to see the effects of tourism on a non-profit theatre company located in a 
metropolitan area that is normally associated with tourism such as New York City, 
Los Angeles, or Chicago.  It would also be interesting to chronicle the changes in a 
theatre’s programming and goals as it makes the move from a venue outside a 
tourism area to a space located in a more tourist centric locale.  Yet, the findings may 
always be somewhat subjective.  Theatre administrators may claim other reasons for 
adapting their programming other than catering to tourist audiences demands.   
 It might also be effective to study not only the theatre and their programming 
choices in regards to tourist demands, but also the local audiences and how well they 
feel they are being served.  Comparing numbers such as single ticket buyers versus 
subscribers could shed light on how well the organization does in converting one-
time buyers into loyal patrons.  However, whether conversion is due solely to 
programming versus other marketing efforts would be tough to gauge as well.  
Nevertheless, local audience perceptions of the organization would be interesting to 
analyze. 
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CONCLUSION 
 
The purpose of this thesis project was to determine the effects of tourism on 
non-profit theatre organizations. Through detailed research, data analysis, and 
personal interviews,  the thesis examined whether serving tourists versus serving 
locals through programming choices can affect mission, artistic integrity, and the 
purpose of the existence of the organization. 
 
A case study of La Jolla Playhouse was conducted to determine if tourism 
played a part in their programming choices.  Through thorough zip code analysis and 
personal interviews, it was found that twenty percent of the audience was made up of 
tourists, efforts and spending on marketing to tourists were limited, and tourists, on 
average, pay more per ticket.  This data can conclude that tourism could play a major 
part in the programming choices of La Jolla Playhouse.  However, it does not for a 
number of reasons including commitment to artistic freedom, geographical 
constraints, budget demands and a lack of strong public partnerships.   Thus, artistic 
programming choices at the Playhouse are not based on producing for tourist 
audiences in an attempt to maximize ticket revenue for a number of reasons. 
However, it is interesting to note, that should the leadership at the organization 
choose to try and maximize revenue from tourists by changing programming 
choices, the integrity of the mission, artistic voice, and organizational purpose could 
be affected. 
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The findings of this project and specific case study conclude that tourism can 
certainly provide both positive and negative effects for non-profit theatres.  The 
claims from the literature review stating the positive monetary and economic effects 
of having tourists in the audience as well as the negative effects of tourism causing 
mission drift should be taken in to consideration when determining the importance of 
focusing efforts on recruiting tourist audiences into the theatre.   
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Appendix B-Transcript of Interview with Ms. Mary Cook 
 
Ms. Cook: I have to say that we don’t do a lot of active marketing outside of San 
Diego.   So the one thing that we do consistently, several times a year, is that we will 
advertise in Performances magazine in Orange and LA counties.  We usually do a 
pretty good-sized ad.  We usually do a full or half page. So, you know, it will be in 
the Orange County Performing Arts Center, CTG (Center Theatre Group), the 
different theatres, symphonies, orchestras, and operas in LA County.  
Amanda Buzzell: And then, do you; is that a discount offer or just a general season 
advertisement? 
Ms. Cook: Just a season advertisement.  And we really…because it’s… it’s a chunk 
of change to run in the Orange County and LA market because their distribution is a 
lot higher.  We really only do it for the shows that we think are going to have an LA 
audience appeal which pretty much means usually a musical with some sort kind of 
pedigree or some kind of movie background.  There may be some kind of celebrity 
in it.  There might be a celebrity director or playwright.  So we really pretty much do 
it for the big ones. 
Amanda Buzzell: So it would really just be for a particular show, not for the whole 
season. 
Ms. Cook:  Historically, yes.  The other thing, this season that we did [is]  [w]e did a 
list trade with other theatres in Los Angeles.  We did it with The Geffen and CTG 
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and got about 1500 names in trade.  And we created a direct mail postcard that we 
mailed to these households with the three-play subscription offer and it was based on 
the world premiers.   With again the idea that we want them to come have a weekend 
in San Diego to visit the theatre that’s home, that’s been creating world premiers for 
30 year.  So, we just sent that that this year.   We also have been in contact with the 
KPBS station in Los Angeles, the local NPR affiliate.  They’re going to do a 
promotion for us.  Just for tickets and trade.  Really, that’s about it. 
Amanda Buzzell:  And you don’t do anything outside of California, like, in the New 
York Times, or in the New York Metro market? 
Ms. Cook:  No.  We have not.  We do work with the San Diego Convention and 
Visitors Bureau and their website.  We pay them a nominal fee, like $100 a month or 
something.  To get a specific listing and pushes on their website.  And we have, in 
the past put a billboard, or been included in their airport/convention center wall 
displays.  We’ve done that before.  And then the other things that we do that are 
along those lines are wrap cards or collateral for tourists that are already in down.  
So, we’ll do a rack card at the La Jolla Visitors Center and down at CONVIS at the 
airport.  We invite local concierge to come early in the run in the hopes that they’ll 
chat it up with their customers.   
Amanda Buzzell:  Do you advertise in any of the hotel magazines that are in hotel 
rooms? 
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Ms. Cook:  Nope.  You know we pitch stories, PR stories.  We have had stories in 
Westways- the AAA magazine, Where magazine which is in hotel rooms.  We look 
for free coverage on that.  They’re usually really kind of expensive.  Not that it’s not 
valuable, but for the Playhouse, because we’re not in a situation like The Old Globe 
where we’re not really in a tourist destination…. If we were literally in a tourist 
destination like Balboa Park, I think we’d be spending a lot more money on it.  
Because people would already be in our locale.  But for the Playhouse you have to 
come here specifically. 
Average expenditure for marketing outside of San Diego is around $10,000. 
The overall marketing budget is around $900,000: which includes office supplies, 
parking passes, credit card processing fees, etc.  The average spent on paid 
advertising is around $650,000-700,000.  That does include the subscription budget 
as well. 
Amanda Buzzell: With CONVIS and the City of San Diego and the Arts and 
Culture Commission and any other outside arts advocacy organizations.  Have you 
been approached about any other opportunities or programs that give incentives or 
extra funding for promoting tourism through the Playhouse’s programming? 
Ms. Cook:  CONVIS does their own marketing and programming and they tend to 
focus on the museums.  I haven’t been approached to spend money in collaboration 
with the city to promote the theatre.  No, I haven’t.  So there’s the thing like the 
Americans for the Arts Conference that we’re involved with.  They are going to have 
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“Artventures” tours for participants.  One of them is at the Stuart Collection at 
UCSD, which culminates here at the Playhouse.  So, we did that and that was at their 
request and that’s great.  Whenever they have something they want us to participate 
in we pretty much jump at it.  So, September is arts month, which is an initiative 
with an outside party.  They are really trying to get the performing arts involved.  So, 
we’re participating in that by giving discounts.  We paid a little bit to help 
underwrite the cost of the website for ArtsMonth.  We were asked to throw in some 
money for a joint arts organization ad, but most organizations don’t want to do that 
because of the diluted message.  The paper approached us about buying space in an 
advertorial about ArtsMonth.  I kind of with there was a more structured thing with 
CONVIS.  We do their calendar listings and we’ve advertised before in their meeting 
planners guide.   
Amanda Buzzell:  Does CONVIS provide you with any data from visitors to their 
website? 
Ms. Cook:  We are not tracking that.  And I wouldn’t say that is because of 
CONVIS.  They’re website isn’t the best and they have a really poor system of 
getting things posted on their website.  I wish there was a bit more structure to what 
we could do with CONVIS.  It has been our experience that CONVIS is more 
focused on the Sea World, The Zoo, and the beach experience, and not so much on 
the arts.  
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Ms. Cook: In t-stats.  The average ticket price from the 2008-2010(including 
subscriptions) was $39.39 in San Diego County.  In Los Angeles county is $35 
(probably because of group sales).  In Orange County it was $45.43.  Manhattan 
$42.94.  Boston/Washing. $46. 38.  NY Metro $40.54.  Foreigners $50.90.  
Obviously our local is skewed by the fact that it includes subscribers who pay less 
naturally and the discounts that we do offer are usually to targeted audience member 
that we already have a relationship with in San Diego.  So we do make more per 
ticket on those guys? 
Amanda Buzzell:  So, do you think that has any influence on programming? 
Ms. Cook:  No.  Definitely not.  It’s a really small percentage on the people who 
come here.  Just to do some rough math.  Actually, 7500 households were outside of 
San Diego County and more like 28,000 were in San Diego County- so about of 
35,500 households total.  About 20% are outside of San Diego County.  That’s 
actually higher than I thought.  That’s a decent percentage.   
Amanda Buzzell:  Do you think, generally speaking, for theatres that are in more 
touristy locales like Center Theatre Group in Los Angeles or Manhattan Theatre 
Club in New York city, that plays a bigger part in programming or mission? 
Ms. Cook:  I was just at the LORT conference.  And some of the theatres in the big 
metro areas like LA, NYC, and Chicago.  And they said that what really drives their 
sales is if they have a celebrity in the cast.  And that’s probably driving it for both 
local and tourist.  I don’t think it does drive the programming, but that’s just 
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anecdotal.  But what I did here them say at that conference is that celebrity is the real 
driver of programming.  Often their season is delayed because they’re trying to lock 
down a celebrity.  It’s not marketing saying, “oh give us a celebrity”.  It’s artistic 
trying to lock down these big names.  So, that indicates that does drive their 
programming a little bit. 
Amanda Buzzell: How much consulting does Artistic do with you in programming? 
Ms. Cook:  Not much.  They pick the shows and say, “now go sell this”.  They 
consult me in the planning process so they can figure out the budget.  But me saying 
something may or may not sell, I do not think has any impact on whether or not they 
book something or not.   
One other thing you could mention in terms of collaboration.  The La Jolla Arts 
Organization did create an affinity group called the La Jolla Cultural Partners.  They 
created a website and did street signage in La Jolla.  The hosted a day when the five 
organizations in La Jolla did an open house: Museum of Contemporary Art, La Jolla 
Symphony and Chorus, Playhouse, Athenaeum, Birch Aquarium.  They didn’t have a 
good response so it eventually disbanded.  About three years ago, it got back 
together and we now run joint ads in La Jolla Light.  But originally, it was designed 
to promote La Jolla as a tourist destination. 
 
 
59 
BIBLIOGRAPHY 
 
Balboa Park. “Park Information.” http://www.balboapark.org (accessed Aug. 15, 2010). 
 
Chambers, Erve. “From Authenticity to significance: Tourism on the frontier of culture and place.”  
 The Journal of Policy, Planning, and Futures Study Volume 41: Issue 6 (2009) 353-359. 
 
City Data “San Diego, California City Data Sheet.” 
 http://www.City-data.com/city/San-Diego-California.html (Accessed November 6, 2011). 
 
Interview with Erin Knight, August 25, 2010.  
 
Frey, Bruno S. “Evaluating Cultural Property: The Economic Approach.”   International Journal of 
 Cultural Property  6, no. 2 (2007): 231-246 
 
Glickman, Louise. 1997. Cultural Tourism: Bridging America Through Partnerships in Arts, 
 Tourism, and Economic Development. Monographs (Americans for the Arts) 1:1-10 
 
Guetzkow, Joshua. How the Arts Impact Communities: An introduction to the literature on arts 
  impact studies. Taking the Measure of Culture Conference: Princeton University, 2002.  
 
Hughes, Howard L. “Tourism and the Arts: A Potentially Destructive Relationship?” Tourism 
 Management 10, no. 2 (June 1989): 97-99. 
 
Hughes, Howard. Arts, Entertainment and Tourism. Burlington, MA: Butterworth-Heinemann, 2000.  
 
Hughes, Howard L. “Culture and Tourism: A Framework for Further Analysis.” Managing Leisure 7: 
 164-175 (2002)  
 
La Jolla Playhouse. “Programs, Season, Education & Outreach, About Us.” 
  http://LaJollaPlayhouse.org (Accessed November 5, 2011) 
 
Lansing, Paul and Paul De Vries.  “Sustainable Tourism: Ethical Alternative or Marketing Ploy”.  
 Journal of Business Ethics 72:77-85 (2007).          
 
Li, Yipling. “Heritage Tourism: The Contradictions between Conservation and Change.” Tourism and 
 Hospitality Research 4, no. 3: (2003) 247-281. 
 
Interview with Ms. Mary Cook, May 18, 2011. 
 
McHone, W. Warren and Brian Rungeling. Practical Issues in Measuring the Impact of a Cultural 
 Tourist Event in a Major Tourist Destination. Journal of Travel Research 38: 300 (2008). 
 
San Diego Convention and Visitors Bureau, “ San Diego Arts & Culture Events Calendar.”  
http://www.sandiego.org/nav/Visitors/WhatToDo/ArtsCulture/ (accessed May 25, 2011)  
 
San Diego Regional Arts & Culture Coalition, “Annual Community and Economic Impact Report: 
 2009.” http://sandiego.gov/resources/impact-reports (accessed November 6, 2011). 
 
 
60 
 
San Diego Regional Arts & Culture Coalition, “Annual Community and Economic Impact Report: 
 2010.” http://sandiego.gov/resources/impact-reports (accessed November 6, 2011). 
 
 
Silberberg, T. Culture tourism and business opportunities for museums and heritage sites.  Tourism  
 Management Vol. 16 No. 5 (1995): 361-365. 
 
 
Sterngold, Arthur H. Do Economic Impact Studies Misrepresent the Benefits of Arts and Cultural 
Organizations?  The Journal of Arts Management, Law, and Society 34, no. 3 (Fall, 2004): 
166-187. 
 
Tighe, Anthony J. The Arts/Tourism Partnership. Journal of Travel Research 24, no. 3: (1986): 2-5 
 
